This study of the mail order catalog Title Nine, a California-based women's athletic clothing company, employs symbolic convergence theory and fantasy theme analysis through the context of third wave feminism. The catalog, named after the federal law in the United States that was intended to equalize opportunities between men's and women's participation in sports, creates a distinct social reality in an effort to empower readers. Similar studies have analyzed stereotypical representations of women in magazines and advertising. However, this study offers insight into a newly emerging phenomenon in a niche market, the mail-order catalog, and in the artifact under study, it offers a medium where creators intend to do more than sell women's clothing. Within fantasy theme analysis is the fantasy type, a moral or social more that repeats itself through various actors or settings within the artifact. Four fantasy types put forth by Title Nine have been identified by the researcher, including a.) -I am superwoman,‖ b.) -I am a mom,‖ c.) -I am an advocate for women,‖ and d.) -I can be anything.‖
Introduction
In 1972, the United States enacted federal legislation in an attempt to end discrimination based on gender. It was an amendment to the famous Civil Rights Act of 1964, originally an order to end discrimination based on race, color, or E.W. Scripps School of Journalism, Ohio University 32 Park Place, Athens, Ohio 45701 e-mail: edmondso@ohio.edu ‗Tool of Empowerment': The Rhetorical Vision of Title Nine national origin (Title 20 U.S.C. sec. [1681] [1682] [1683] [1684] [1685] [1686] [1687] [1688] . The addition of gender to the law arose in part from complaints at federally funded universities regarding inequalities in hiring practices, in addition to pay, rank and admissions, made by female academics and activists (O'Reilly and Cahn 2007) . After a series of congressional hearings prompted by female members of the United States House of Representatives, Title IX of the Education Amendments of 1972 became law and is credited in part with helping breathe new life into the women's rights movement (Brake 2010) . While the focus of the law was on the hiring and employment practices of federally financed institutions, Title IX approximately forty years later is more widely noted for its impact on secondary school and collegiate athletics (Suggs 2005) . Simply put, because of Title IX, there are more girls and women playing sports in school.
It is after this law that the California-based mail order catalog, Title Nine, is named. Created by a female college basketball player in the United States in 1989, the company sells women's athletic clothing geared toward women ages 30 to 55 (Chaing 2004) . This study examines the rhetorical strategies employed by the Title Nine catalog in its quest to appeal to the female buyer. Utilizing the critical method of fantasy theme analysis, it will explicate how Title Nine executes a distinct feminist editorial agenda on its pages, advocating for women's participation in sports. This study will show that, along with selling clothing, its feminist agenda heavily endorses women's participation in sports as a means to gain good health and self confidence to succeed in other facets of life, notably the workplace.
The analysis will employ symbolic convergence theory in the study of the text and photographs of the catalog through the context of third wave feminism. The third wave encompasses women in their late teens through thirties. Having benefited from the battles waged by the second wave (Baumgardner and Richards 2000) , third wavers are more focused on individualism and popular culture as well as politics and traditional women's issues (Shugart 2001) . Because of the emphasis on individualism, no single -type‖ of third waver is depicted dominantly in the media, Bronstein (2005) has observed. This study also discusses the use of stereotypes put forth by the catalog's creators. The definition of stereotype in this context is being borrowed from Joseph Boskin (1980) , who wrote that a stereotype is a standard mental picture that represents an oversimplified opinion -that is staggeringly tenacious‖ in its hold over one 's thinking (ibid.: 141-142) . Additionally, Edward Jones' (1986) discussion of how stereotypes are reinforced holds that -people seek to confirm their expectations and resist contradictory evidence, so we cling to beliefs and stereotypes become self-fulfilling‖ (ibid.: 2). In other words, people tend to dismiss information that is not consistent with their opinions and pay attention to information that is similar to their belief system.
Artifacts from Title Nine were chosen for analysis in part because of the company's growing prominence. The company that started in a young woman's Lodz Papers in Pragmatics 7.1 (2011 ): 135-154 DOI: 10.2478 garage has ballooned into a $10 million-per-year business, mailing out 26 million catalogs annually (Wolverton 2006) . It had expanded to eighteen retail outlets by 2011 while maintaining its focus on mail order. The publication's widening circulation suggests it is worthy of closer study, but it also was chosen for analysis because of its strong editorial agenda. The company, which emphasizes the fact that it uses real-life women rather than paid models, bills itself as more than an advocate for women's equal access to sports -it boasts prominently that it promotes images of everyday women. -It's our goal that each of our model shots represents three things: competence, confidence and joy,‖ the Title Nine website reads (www.titlenine.com). In analyzing the company's editorial product, this study will argue that Title Nine presents a specific social reality in an effort to empower viewers in a medium that intends to do more than sell women's clothing. Scholars have dedicated the bulk of feminist research to stereotypical portrayals of women in mainstream media, including popular magazines, advertising and on television (Busby and Leichty 1993; Carty 2005; Defleur 1964; Greenwald 1990; Rakow 1992; Richins 1991; Signorielli, McLeod and Healy 1994; Smith 1994) . There is little literature analyzing the latent cultural content of mail order catalogs, yet the mail-order business remains a flourishing $100 billion-a-year industry, as it moves into narrow market niches (Klein 2006) . Mail order catalogs also are employed to drive up website traffic, an ever-growing part of the retail market. Therefore, one goal of this research is to offer a more nuanced analysis of an artifact in the context of third wave feminism not emphasized in current communication scholarship. Brake (2010) also argues that Title IX has too often been neglected in feminist scholarship and that further study of the law -and discourse relating to this vehicle for social change -will aid in shaping our understandings of gender and cultural norms. Earnest Bormann's (1972 , 1982 symbolic convergence theory and critical method of fantasy theme analysis are paired to aid in understanding how groups communicate and ultimately form a shared perspective or ‗rhetorical vision.' In this symbolic reality, a fantasy theme is created and others are invited to share this point of view (Foss 1996) . Editors and advertisers employ tailored fantasy themes of interest to particular groups in order to increase readership or sales. Most of the feminist literature documents the negative effects of beauty ideals and stereotypes that reinforce a patriarchal, hegemonic society. For example, Duffy and Gotcher (1996) employed symbolic convergence theory and its associated fantasy theme analysis in their study of the American teen magazine YM, concluding that the publication portrays a world where a woman's success is gauged by her beauty, ‗Tool of Empowerment': The Rhetorical Vision of Title Nine sexuality, and ability -to get the guy‖ (ibid.: 32). The study and discussion of negative images of women in the media is a well-trod path in scholarship and popular culture. The current study also will argue that a specific image and mindset is created and sold in the Title Nine catalog, along with the clothing. In an initial examination, the pages appear to offer an empowering portrayal of the independent, strong woman, seemingly the antithesis of YM's fantasy themes identified by Duffy and Gotcher (1996) . Therefore, the current study may also be valuable because, as Rakow points out, it is unusual for women to create a rhetorical community without the hegemonic male image included (1992) .
Symbolic convergence theory
Within a common culture created by a group or organization, codes of conduct and specific characteristics are identified, and the goal is for the rhetorical vision to -chain out,‖ as Bormann puts it (1972) . The process of chaining out can take place interpersonally in small groups, between a speaker and her audience and on television, radio or through other media. The idea is for converts to join the culture, with the objective of building and strengthening the rhetorical movement. The present analysis, among other things, will explore whether such a rhetorical community has been created.
Within fantasy theme analysis is the fantasy type, a moral or social more that repeats itself through various actors or settings within the artifact. Four fantasy types put forth by Title Nine have been identified by the researcher in a preliminary manner, including a.) -I am superwoman,‖ b.) -I am a mom,‖ c.) -I am an advocate for women,‖ and d.) -I can be anything.‖ 3. The third wave and women's sport Hargreaves (1994) has argued that in American culture, sport has been among the most resistant to social change compared to other areas of society. Others assert that the increase in women's participation in sports has only provided superficial alterations of the hegemonic male culture (Kane & Greendorfer 1994) . In addition, Bronstein (2005) reported that feminism was been weakened as the media compares the third wave to its more political and focused progenitors of the second wave, identifying references to the latter as -Feminism Lite‖ (ibid.: 783). She found that the media emphasizes personal appearance over politics, using examples from her textual analysis of newspaper framing of modern-day feminism. They included media assertions that being a third waver allows women to -be a good feminist and still wear a Wonderbra‖ and being of the -Madonna school of feminism‖ (ibid.: 791 function by promoting a view of the third wave as so superficial as to pose no threat to the status quo‖ (ibid.: 795). Yet Carty (2005) argues that third wavers presume equal rights and treatment. She posits that another recent shift in the portrayal of women's bodies in sport -embrace new notions of femininity that include muscles, strength, fitness, and competitiveness‖ (ibid.: 137). Her analysis of textual portrayals of female athletes in television commercials and magazine advertisements questioned whether more modern depictions of women athletes are too focused on their sex appeal. Similarly, Newell (2001) argued that USA Today's coverage of the United States' women's soccer team 1999 World Cup victory marginalized the athletes, focusing on their appearance, sexuality, and roles as mother and wife in reinforcing maledominated norms on the playing field. Newell's findings suggest the media drew attention away from their skill and athleticism and ultimately reduced the threat to males' natural and biological supremacy.
An iconic moment in the history of femininity and feminism occurred when soccer player Brandi Chastain ripped off her jersey after scoring the winning goal and clinching that 1999 World Cup. She had just scored the key penalty kick against China in what is widely considered to be the most noted sporting event for women. More than 90,000 fans were in the stadium in Pasadena, California, and millions were watching on television. Chest-baring was typically tradition for men after they scored a winning goal, but Chastain made newspaper front pages around the world, flexing muscles and oozing power -in a sports bra. Carty and other observers questioned whether this helped or hurt the gender equity cause. -It was a crowning moment for women everywhere, a moment of freedom, of liberation,‖ soccer coach Marlene Bjornsrud told the New York Times in 2003 when she was general manager of the San Jose CyberRays, the team Chastain later played for in the Women's United Soccer Association. -It was casting off the burden of everything that kept us down and said, ‗You can't do that because you are a woman.' It was a moment that screamed, ‗Yes, I can.'‖ (Longman 2003) The athletic company Nike later paid Chastain millions to don its famous -swoosh‖ logo in sports bra advertisements, an endorsement deal that sports sociologist Harry Edwards said represented the subjugation of women in their traditional roles. Edwards, who also happened to be one of Chastain's college professors, said the Nike deal would be the equivalent of giving (famous baseball players) Mark McGwire or Sammy Sosa -the jockstrap endorsement‖ (Longman 2003) .
Did Chastain represent the strong, athletic, sexy female ideal that is just the latest unattainable frame that stereotypes and objectifies women? This may be an example of an unforeseen consequence, the stereotype of Superwoman. Critics assert that the strong and fit image is indeed another ideal that women feel compelled to emulate. Van Zoonen (1996) references Dowling's 1989 work on the topic: -Women's magazines and advertisements portray [the ideal] as an ‗Tool of Empowerment': The Rhetorical Vision of Title Nine independent and assertive career woman, a successful wife and mother, who is still beautiful and has kept the body she had as a girl in perfect shape. Real women trying to live up to this image end up suffering from serious burn-out symptoms‖ (ibid.: 34).
Title Nine acknowledges the difficulty of women's multiple roles and uses this fact as it elaborates on its website the choice to use real-life models:
Like many of you, they are full-time moms or they have full-time careers outside the home. And, like many of you, they somehow manage to weave sports and fitness into their hectic lives. These days, that in itself is extraordinary. We hope as you look through our online store and catalog, you'll see a little bit of yourself in each picture. Maybe it'll be what you are, or what you can become (www.titlenine.com).
This use of everyday models is not unique to Title Nine. Another recent example, perhaps a reaction to ongoing criticism regarding wafer-thin fashion models, is that of the Dove Campaign For Real Beauty (dovecampaignforrealbeauty.com). Dove has gained attention for selling soap using imperfect, real women: -You won't find any models on this site, just real women. Dove would like to thank the photographer for not retouching any of the photographs.‖
The effects of Title IX
Title IX mandated: -No person in the United States shall, on the basis of sex, be excluded from participation in, be denied the benefits of, or be subjected to discrimination under any education program or activity receiving federal financial assistance‖ (Title 20 U.S.C. sec. 1681-1688). This law has helped to equalize opportunities between men's and women's participation in sports. By 1990, almost two million women were participating in interscholastic sports nationwide compared to 300,000 before the act (Becker 1988 , National Federation of State High School Associations 1991 . By 1985, women's intercollegiate sports budgets rose to more than $116 million compared with $4 million in 1974 (Sullivan 1985) . Discussion of the controversial law continues, however, as critics continue to assert that men's athletics have been irreparably harmed with the transfer of funding to equalize opportunities between men and women (Hargreaves 1994, O'Reilly and Cahn 2007) . Experts also argue that while the law has helped challenge gender norms, created social bonds for women, along with reinforcing positive body image, the funding disparities between men's and women's sports have remained marked (Brake 2010 There is little question that sports have a positive impact on the lives of young girls and women. Ethnographer and scholar Jane Granskog writes that sport is -a creative force in the development of identity,‖ which can serve as a source of empowerment to counter negative cultural forces of traditional gender roles (2003) . Studies have shown that women who play sports have higher self esteem, they learn about self assertion as well as reliance on others through team work (Ference and Muth 2004) . Women who play sports also exhibit a lower incidence of depression and anxiety, and they have better social relations and higher academic achievement (U.S. Department of Health and Human Services 1991).
Title Nine, the company
Title Nine is a privately held company founded by former Yale University basketball and lacrosse player and self-professed -tomboy‖ Missy Park in 1989 (Chiang 2004). Park wore men's shorts and shoes on the basketball court because there was little athletic apparel available for women. So she started the company in her garage after long complaining that outdoor and athletic gear was either for men or unisex only. Now the company has 170 employees, along with eighteen retail outlets. A major complaint from Park from the outset: There were no good athletic bras on the market when she was in school in the 1980s. That has changed as companies like Nike have realized and reacted to the growing market. In the Title Nine example, the company's catalog typically has nine or ten pages of sports bras from various makers, an item that -T9 considers a tool of empowerment‖ (Goodnow 2006) . Barbell icons on the catalog pages indicate the strength, or rather the degree of support for each bra sold, with one barbell being the least supportive and five being the most.
On the company's website, its activism comes through. There is information on the Title IX legislation, and the clothing company informs readers that schools receiving federal funds must provide girls with an equal opportunity to participate in sports. On the -Who Are We?‖ section of the website, these qualities are asserted: -First and foremost, we are evangelical about women's participation in sports and fitness activities…we act as and want to be treated like individuals.‖ Readers are also encouraged to take an -activist role‖ in helping young girls get involved in sports: Coach girls' athletic teams, the website urges, even if you don't know a sport, learn it and then coach it. Play sports with your own girls -be a role model in athleticism. There also is a staff -stats‖ page on the site listing the number of current and former collegiate athletes on the payroll (twenty-two) and the number of knee, shoulder, and ankle reconstructions (asserting -we play hard‖ next to that last category). The company also says there are no Title Nine stores in a mall (traditionally women's domain) and no -receptionists‖ (also women's ‗Tool of Empowerment': The Rhetorical Vision of Title Nine domain). The company's target market is women ages 30 to 55 (Chiang 2004), thus encompassing second and third wavers.
The analysis
The universe to be studied will be the census of the 2006 and 2007 series of catalogs, of which there are eight: Winter, Late Winter, Spring, Early Summer, Summer, Late Summer, Fall and Holiday. Title Nine's website also will be studied. Because the online contents change periodically, this will be a one point-in-time analysis of the content. What follows is a qualitative reading of the artifact in yielding the examples of the fantasy types identified by the author in a preliminary analysis. This analysis will be guided by the following research questions: 
Fantasy type I: "I am superwoman"
In the Late Summer 2006 catalog, a real-life model named -Brandyn‖ is shown loading her mountain bike and sports gear into a small airplane on a remote airfield. In the caption she is described as: -An athlete, a singer, a pediatric therapist, a pilot and a competitor. Once spent a ‗girls weekend' of mountain biking in Moab with the goal of passing as many people on the trail as possible. We're hoping she doesn't try that when she's in her plane‖ (p.12). Brandyn still appears feminine, however, with her blonde hair swept into a high ponytail and wearing a black -sporty skort.‖ Clearly, Brandyn can do anything in this skort, which is a pair of shorts with a skirt front, obviously illustrating the blending of masculine and feminine, not unlike her name (Fig.1) .
Also in this issue is the -Super Jane‖ shoe (p. 31), in keeping with the superwoman fantasy type. The description of what looks like a running shoe with an open top and Mary Jane shoe straps reads: -It's a running shoe! It's a Mary Jane! Nope, it's a Super Jane. This Super Jane has a cushy, running shoe sole and shape. So when life has you moving at a dead run, slip on the Super Janes and start Lodz Papers in Pragmatics 7.1 (2011): 135-154 DOI: 10.2478/v10016-011-0006-5 sprinting. Your feet will thank you.‖ A study in contrasts, the featured shoe is the color -mango‖ -it appears to be orange -and has a rugged sole. This is an adaptation of the Mary Jane style shoe that perhaps a generation ago was more commonly seen in black patent and worn by little girls in Easter dresses. In another photo in this issue, there is a model named Jamie, who is rock climbing indoors (p. 26). The header next to the photo reads: -spiderwoman's day off.‖ The inset text asserts: -Jamie is no stranger to the big walls. She once spent 30 hours with no sleep on a big wall in Yosemite.‖ Catalog shoppers also might be interested in the -Promotion skort,‖ (Late Summer 2006: 47), which -will keep you vaulting over your adversaries in a single bound without ever having to show your undies.‖ The skort is made of nylon spandex fabric which stretches with you as you -leap tall buildings.‖ The ten-page sports bra section of the Late Summer 2007 catalog includes the -Dynamic Duo‖ bra, -which saves your workout again‖ and where wearers can -say good-bye to the Unibreast look‖ (p. 38). As previously mentioned, barbell icons on the catalog pages indicate the strength, or rather the degree of support of each bra, with one barbell being the least supportive and five being the most. This bra garnered four barbells, a pledge to be to be strong and ensure that a woman's breasts do not look deformed, but rather like a -dynamic duo.‖ Adjacent to this bra style is the -Triple Threat Underwire‖ bra, which gives support from an -all powerful, 360-degree Powermesh and racer-back construction.‖ It received four barbells from a large group of testers for Title Nine. There is also a -Superwoman‖ bra, when -nothing less would do for the superwoman in all of us (Fig. 2) . While we're at work, it's a mild-mannered and incredibly comfortable everyday bra. But when it is time to switch into high gear, we step into the phone booth, or the locker room, and quickly reposition the straps to the more supportive cross-back construction‖ (p. 36). This is obviously in reference to the real Superman's modus operandi of mild-mannered Clark Kent's telephone booth transformation. Lodz Papers in Pragmatics 7.1 (2011): 135-154 DOI: 10.2478/v10016-011-0006-5 In sections of the catalog other than the bra section, the superwoman fantasy type continues to be apparent. A model named Yhazi is pictured in a dramatic spread-eagle toe touch, soaring well above the trampoline that catapulted her into the air. She is shoeless and wearing yoga clothing of brown knit pants and a blue tank top from the -Now and Zen Collection.‖ The caption reads: -We're beginning to think there's nothing Yhazi can't do‖ (Mid-Summer 2007: 56) . In another example, there is the -Jane Bond Pant,‖ clearly a play on the fictional British spy who could do anything well and looked great doing it. The description of the khaki pants reads: -We pull on the Jane Bond and we are ready for whatever the world hands us -the IRS, bankers or bad guys…it's stain-stopping, wrinkle-retarding and crime-crushing. Okay, maybe not the crime part. Enough secret pockets for all the gadgets a gal could want‖ (Spring 2007: 12) .
Fantasy type II: "I am a mom"
The text for Carolyn's photo on pages 52-53 of the Winter 2006 catalog indicates that it is culturally and socially acceptable among feminists to work full time at home as mom. She has three children, all girls, and her favorite saying is -Yes, Mommy.‖ She is getting her Christmas decorations ready to hang, providing the consumer with the traditional homemaker model. This role is tempered, however, with the next line of the caption that harkens back to the Superwoman fantasy type. -Scars: 1 caused by an elephant!‖ Also in the Winter 2006 catalog, a model named Erin is cutting yarn at a schoolroom arts and crafts table, while a little girl with a big grin is gluing Cheerios cereal pieces on a paper Christmas tree. The caption informs that Erin is the co-owner of a child-care center and that her most notable accomplishment has been starting her own business: -childcare the way it should be.‖ Further, the caption reads that she has two children. Her favorite sport is mountain biking, and her favorite riding partner is her mom. This example suggests that Title Nine acknowledges women's stereotypical role as mother and caregiver.
In the Late Summer 2006 issue, Anke, identified in the photo caption as -mom, teacher, surfer and entrepreneur,‖ is pushing a little boy, about age three, on his pint-sized bicycle. She looks a bit older than many of the models in the catalog, is wearing a huge grin, a shell choker necklace, baseball shirt, skirt and sporty flipflops. The caption harkens back to her younger days, when she lived in her Volkswagen bus so -she could truly be mobile and enjoy the outdoors‖ (p. 46). Now she runs an adventure camp for kids, clearly comfortable in her mom role as both her career choice and personal choice (Fig. 3) . ‗Tool of Empowerment': The Rhetorical Vision of Title Nine -Cammy‖ is pictured with bolts of fabric on a table before her in the Late Summer 2007 catalog. She is an interior designer, mom, and soccer coach. The caption asserts that her dream car would be the one owned by the Flintstones -because then she could get a run in and pick up groceries at the same time‖ (p. 13). Her big achievement has been -raising 3 blonde boomerangs,‖ clearly a reference to her children. Similarly, Paige M. is pictured in several catalogs modeling yoga clothing while stretching out her legs on a blue yoga mat. She is owner of a boutique called Hot Mama Maternity and also lists her accomplishment as -running her own successful business (Mid-Summer 2007: 52).
Fantasy type III: "I can be anything"
The woman in a photograph on page 50 of the Winter 2006 issue is cross country skiing, striding with a makeup-free face, wearing a joyful expression with two disheveled braids that are waving in the wind (Fig. 4) Emma looks strong and healthy. The cutline informs that she has a leadership position in the workplace, and she has a vibrant and exciting personal life. And in referring to former tennis great, Billie Jean King, widely noted as an advocate against sexism in sports and society, Emma is a feminist.
In the Late Summer 2006 catalog, Tracy, one of few African-American women in the catalog, is standing on the running board of a bright crimson fire truck in cropped khaki pants and a t-shirt (p. 53). She is replacing a fire hose and wearing a big smile (Fig. 5 ). -Tracy actually followed every kid's dream and grew up to be a fire fighter!‖ Clearly, this image and cutline suggest, that little girls can grow up to be anything they want to be. Ann (pictured on p. 26 of the Spring 2006 issue) says her favorite magazines are Runner's World and Glamour. One magazine is gender neutral, equally appealing for men and women. A nurse practitioner-in-training, Ann's other choice, a women's fashion magazine, tells readers it is normal and natural to like the girly glossies about hair, makeup, and clothes. This asserts that women are strong and pretty. Similarly, Jackie, who is running in the snow in a -mountain jacket‖ on page 68 of the same issue, lists her favorite food as: -Steak, ‗Tool of Empowerment': The Rhetorical Vision of Title Nine medium rare.‖ This fantasy type suggests it is acceptable to have dichotomous qualities of both male and female. As previously illustrated, the occupations of everyday models featured in the catalog are typically included in the photo captions. Here are some examples from Spring and Summer 2007 catalogs: Himalayan guide, orthodontist, architect, aquatic biologist, chef, teacher, coach, artist, civil engineer, writer, reporter, EMT, phlebotomist, race car driver, handy ma'am, Ph.D. student in political economy, massage therapist, and serial entrepreneur. A woman named Kay is the serial entrepreneur, photographed from behind while playing volleyball on the beach in the Summer 2007 issue. She is tan and muscular, like many of the women in the catalog. She is wearing knee-length shorts and her lower back is covered in sand. The caption about Kay also says that she is passionate about traveling, having been to Japan, China, and Africa in the last year. Her favorite magazine is entitled Building and her favorite book is Dirt. Her nickname is -crazy.‖
The model Arya also provides a glimpse at a woman who seemingly can do anything. Her occupations are listed as -writer, analyst, photographer, educator, Lodz Papers in Pragmatics 7.1 (2011 ): 135-154 DOI: 10.2478 athlete, activist, volunteer firefighter, coach…the benefits and responsibilities of living in a small town. It all adds up to a full life in the little town of Lee Vining, California,‖ informs the caption next to two photos of her. She also lists this random accomplishment: Tomatoes at altitude. Similarly, a model named Morgan represents more of a dichotomous this-AND-that persona in the catalog. She is -a civil engineer who splits her time between Alaska and Hawaii, an Ironman triathlete and a gourmet cook….So far, most of her wishes have come true‖ (MidSummer 2007: 60) . This fantasy type is also evident through a photograph and caption of a model named Joan, pictured underwater holding on to a bright yellow surfboard and clearly about to catch a wave. She owns her own faux painting business and her -saying‖ is, -So many jobs, so little time‖ (Summer 2007: 72) . This suggests that since women can be anything they want to be, they had best get on with it. Her role model is her mom, according to the caption. Another recurring theme that plays into this fantasy type is that of the -tomboy,‖ which appears to be in keeping with company owner Missy Parks' persona as a former college basketball player. The primary example can be found in what the company calls its -Tomboy Dress,‖ which is sewn from a soft, stretchy fabric that -makes this dress feel good and look even better. Stuff it in your backpack during the day and when it's time for dinner, shake it out and you're ready to go. There's also a super-secret credit card pocket at the hem. It'll hold money and ID without the bulk of real pockets‖ (Mid-Summer 2007: 65) . It is inferred then, that tomboys don't need purses. The dress typically comes in black and can be sleeveless or short-sleeved. The hemline falls just above the knee. There are variations on this theme, including the tomboy skirt, which -even our inner tomboy can love‖ (Mid-Summer 2007: 65).
Fantasy type IV: "I am an advocate for women"
Title Nine company owner Parks encourages readers to coach girls' sports. If you do not know a sport, learn one and then coach it, she says repeatedly in the pages of the catalog. In keeping with that notion, coaches are occasionally featured as models in the catalog. For example, Heidi is pictured in a pink microfleece top with a whistle in her mouth, standing on the ice as coach of a women's hockey team (Winter 2006: 12) . The players are blurred as they race through the photograph. On the following page, a woman named -Bear‖ is hauling a Christmas tree with a little girl. Her -avocation‖ is running -Wild Women Snowboarding Camps.‖ Then there is a model named Donna, a racecar driver dressed in an orange racing suit and standing next to her vehicle. The caption below her photo informs that she doesn't believe the phrase, -It's a man's world‖ (Spring 2007: 16) . Furthermore, Donna runs her own company, raises two boys and teaches race car ‗Tool of Empowerment': The Rhetorical Vision of Title Nine driving. Her sons know how to cook and do laundry, thanks to her. -Now, if she could just get more women driving race cars,‖ concludes the caption.
This fantasy type is also apparent in a photograph of a woman rock climbing on a vertical wall with blue sky and craggy mountains in the background (Spring 2007: 71) . A second woman is pictured below the climber, her arms held up and clearly present as a safety precaution should the climber fall. The caption reads: -Meghan gets ready to go for it, knowing that Keri's got her back.‖ Similarly, a model named Janet is pictured holding a mountain bike, lifting it to attach to the bike rack on her car. She lists her occupation as -apparel buyer for a local bike shop,‖ her avocation as -musician, bass player,‖ and her accomplishment as -starting an all girls' youth cycling program‖ (Summer 2007: 27) .
Away from the sporting field, a woman named Milika'a lists her occupation in the photo caption as -lawyer at a non-profit that supports victims of domestic violence‖ (Late Summer 2007: 60) . However, the rest of the caption and the photo are lighthearted. She is wearing a short, turquoise skirt and dancing with two yellow hula hoops, arms high in the air, huge grin on her face. She lists her accomplishment as -Passing the bar on her first try!‖ and her favorite sport is -surfing.‖ So while there is a hint of seriousness here, the photo and headline -hula hoopla!‖ illustrate the dichotomy of this woman's life. She is able to separate her serious work life from her play time.
Another example of the advocacy role is found in company owner Parks' page 2 -Greetings from Title Nine!‖ column, which appears in every issue. She writes of finding strength in the youngest of female athletes. In the Late Summer 2006 catalog, Parks writes that she asked all new employees of the company to share their greatest sports moments. One employee, Jocelyn, attended her daughter's -Silent Soccer‖ game, where parents are asked -to zip their lips.‖ The most memorable sports moment came next. -First there was silence, but out of that silence, the voices of our daughters' emerged…strong, competent, capable and confident.‖
Conclusion
The researcher located four fantasy types: a.) -I am superwoman,‖ b.) -I am a mom,‖ c.) -I am an advocate for women,‖ and d.) -I can be anything.‖ These catalogs are rife with a blending of multiple fantasy types. For example, the Summer 2007 catalog includes a full-page notification of the 5 th Annual Mother's Day Title 9K, a nine-kilometer foot race in Boulder, Colorado. Two photos are included; one of a grinning mom running with a child in a stroller, another of three women running, laughing, and holding hands. Clearly both photos are from a previous road race. The text reads: -Faster than a speeding tricycle! More powerful than a soccer team coach! Able to leap tall highchairs in a single bound! It's a bird! It's a place! Noooo…it's super MOM! (p. 32). So, this example is the obvious blending of superwoman and mom.
Through the utilization of social convergence theory and fantasy theme analysis, this study offers aid in determining how some feminists think about themselves. As previously mentioned, Rakow points out that it is unusual for women to create a rhetorical community without the hegemonic male image included (1992) . So this study can help in determining feminists' social reality in certain genres. Indeed, Title Nine catalogs are devoid of any reference to males with none being included in the photos or text. A qualitative reading of the artifact reveals a host of sports being played by females, including ice hockey and football, as well as a wide range of vocations and avocations. This could be in keeping with feminism's third wave emphasis on personal choice and individualism and in keeping with the fantasy type I can be anything.
To be sure, the editors of the Title Nine catalog are conveying a serious message in a lighthearted style. There are occasional references to the feminist -bra-burnings‖ of the past, for example, including a short-sleeved shirt called the -bra-burning tank‖ (Mid-Summer 2007: 58) . The description of the shirt reads: -Well, don't burn your bra just yet. At least with this tank, you won't need one. A shelf bra is built right in and it's surprisingly supportive…the fabric supports and breathes through a full day of consciousness-or kid-raising.‖ With approximately ten pages of sports bras in most issues of the publication it is also clear that these women want and need their bras. This message also signals to readers that you can be an activist and/or a mom. Here again, obviously, is a blending of the fantasy type, I am an advocate for women, and the fantasy type, I am a mom.
As Brake (2010) points out, strong athletic women counteract the myth that women are naturally weak and that it is inaccurate to characterize men as physically strong and women as physically weak. She points out that women who play sports have contributed to feminism because they have helped expand the range of femininity. In a culture that associates sport with masculinity, at least idealized bodies have become more muscular and less frail. This contributes to the subversion of the male/female, either/or dichotomy.
Company owner Parks often addresses all four fantasy types in her traditional page-two letter from the editor. 
